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摘  要 
移动社交网络已融入人们的日常生活，使人们实现说话与行走的统一。就国
内市场而言，微信犹如一匹黑马，抢走了市场上大部分的用户资源。截至 2014





































Mobile social Network has been integrated into people’s daily life, which is 
unified the talking and walking. On the domestic market, Wechat, as an unknown 
elected nominee, snatched the most of the user resources. As of 2014 May, the number 
of the Wechat users has exceeded eight hundred million. However, the shorten product 
life cycle, which is effected by the development of the Internet technology, and the 
number of mobile social software, both make Wechat facing with stem situation. 
Will users continue to use Wechat under such circumstance? And what kinds of 
motivation influence the users’ continued behavior? In order to explore these,  
the paper adopts the grounded theory, for studying the fourteen subjective who are 
aged between 20 and 29 experience and finding the reasons of Wechat users 
continuing using behavior.Besides, the perspective of qualitative study may provide a 
reference for some similar research. In line with the purposes of the study, two 
in-depth interviews of fourteen young adults had been conducted. Besides, the 
interviews had been audiotaped and organized into text, then coding and classification. 
After that, the paper would build a factor model about which influence the continuous 
behavior of the Wechat users. Finally, this paper interviews other seven Wechat users 
to confirm the factor model.In terms of research results, the continuous behavior of 
Wechat users have been influenced by the individual differences, ease of use, values, 
needs, satisfaction, habit, continuance intention and external factors. What’s more, 
this research is not the proved theoretical model, but the influence factor model based 
on the grounded theory. In previous researches,individual differences , habits and the 
external factors have got little attention of other scholars.  
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